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PROVIDING QUANTITATIVE EVALUATIONS
OF FRICTION WITHIN A CUSTOMER
EXPERIENCE TO REDUCE ABANDONMENT
AND IMPROVE CONVERSION OF
TRANSACTIONS

CROSS-REFERENCE TO RELATED
APPLICATIONS

The present application is a continuation of U.S. patent
application Ser. No. 16/883,712, titled PROVIDING
QUANTITATIVE EVALUATIONS OF FRICTION
WITHIN A CUSTOMER EXPERIENCE TO REDUCE
ABANDONMENT AND IMPROVE CONVERSION OF
TRANSACTIONS, filed 26 May 2020. U.S. patent appli-
cation Ser. No. 16/883,712 is a continuation of U.S. patent
application Ser. No. 15/663,016, titled PROVIDING
QUANTITATIVE EVALUATIONS OF FRICTION
WITHIN A CUSTOMER EXPERIENCE TO REDUCE
ABANDONMENT AND IMPROVE CONVERSION OF
TRANSACTIONS, filed 28 Jul. 2017. The entire content of
each aforementioned application is hereby incorporated by
reference.

FIELD OF THE DISCLOSURE

This disclosure relates to providing quantitative evalua-
tions of friction within a customer experience to reduce
abandonment and improve conversion of transactions.

BACKGROUND

With 55% of US online adults likely to abandon their
online transaction if they cannot find a quick answer to their
question or problem, as reported by Forrester Research, it is
often critical to address friction points in online transactions
in order to reduce abandonment and improve conversion.
The tasks of identifying friction points associated with an
online transaction and then determining which frictions
points matter most generally fall on sophisticated customer
relations management (CRM) systems. These systems ana-
lyze databases storing vast amounts of information relating
to customer behavior in connection with one or more
individual online transactions. Traditional measures of cus-
tomer friction, however, are flawed. Customer surveys are
often reactive, only showing results for the tails of the bell
curve of customer experiences. Net promoter scores have
limited scope (e.g., how, not why). Sentiment analysis is
often subject to sampling bias and misses non-responses.

SUMMARY

One aspect of the disclosure relates to a method for
providing quantitative evaluations of friction within a cus-
tomer experience to reduce abandonment and improve con-
version of transactions. Addressing the fact that around 44%
of U.S. customers experience unsatisfactory online interac-
tions per year, exemplary implementations provide improve-
ments in existing computerized CRM technology that
achieve benefits over conventional databases. Indeed, exem-
plary implementations may provide increased granularity,
increased accuracy, an ability to handle more comprehensive
datasets, reduction or elimination of bias, faster analysis
times, and/or smaller memory requirements. This may result
in a deeper understanding of friction from the perspective of
customer goals, more accurate determinations of causes of
customer friction, and improved ability to provide a proac-
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tive and comprehensive evaluation of the transaction. Ulti-
mately, exemplary implementations may provide insight by
assessing the customer’s entire journey through the trans-
action and determine how to improve the experience to
surpass customer expectations, contain internal costs, and
deliver pain-free service.

The method may include identifying one or more trans-
actions. The one or more transactions may include a first
transaction. The method may include identifying one or
more personas corresponding to the one or more transac-
tions. The one or more personas may include a first persona
corresponding to the first transaction. The method may
include determining one or more CFF scores corresponding
to the one or more transactions. The one or more CFF scores
may include a first CFF score corresponding to the first
transaction. The first CFF score may be a quantification of
an aspect of the first transaction that has a negative impact
on a customer experience associated with the first transac-
tion. The method may include comparing the one or more
CFF scores with one or more valid comparisons including a
first comparison. The first comparison may relate to the
same industry as the first transaction and the same transac-
tion type of the first transaction. The first CFF score may be
compared to the first comparison. The method may include
identifying one or more friction points based on the com-
parison of the one or more CFF scores. The one or more
friction points may include a first friction point. The first
friction point may be associated with the first transaction.
Addressing the first friction may reduce abandonment and
improve conversion associated with transactions.

These and other features, benefits, and characteristics of
the present technology, as well as the methods of operation
and functions of the related elements of structure and the
combination of parts and economies of manufacture, will
become more apparent upon consideration of the following
description and the appended claims with reference to the
accompanying drawings, all of which form a part of this
specification, wherein like reference numerals designate
corresponding parts in the various figures. It is to be
expressly understood, however, that the drawings are for the
purpose of illustration and description only and are not
intended as a definition of the limits of the invention. As
used in the specification and in the claims, the singular form
of “a”, “an”, and “the” include plural referents unless the
context clearly dictates otherwise.

BRIEF DESCRIPTION OF THE DRAWINGS

FIG. 1 illustrates a method for providing quantitative
evaluations of friction within a customer experience to
reduce abandonment and improve conversion of transac-
tions, in accordance with one or more implementations.

FIG. 2 illustrates exemplary generational characteristics
or preferences.

FIG. 3 illustrates generational scoring, in accordance with
one or more implementations.

FIG. 4 illustrates various exemplary customer friction
factor scoring metrics, in accordance with one or more
implementations.

FIG. 5 illustrates a comparison between exemplary cus-
tomer friction factor scores associated with the experience of
purchasing eyeglasses, in accordance with one or more
implementations.

FIG. 6 illustrates an exemplary disengagement spectrum
conveying a correlation between customer friction factor
score and number of engaged customers, in accordance with
one or more implementations.
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FIG. 7 illustrates an exemplary online purchase process,
in accordance with one or more implementations.

FIG. 8 illustrates exemplary customer friction factor
scores across the top twenty five online retailers for trans-
actions involving a new Millennial customer making an
online purchase, in accordance with one or more implemen-
tations.

FIG. 9 illustrates a system configured for providing quan-
titative evaluations of friction within a customer experience
to reduce abandonment and improve conversion of transac-
tions, in accordance with one or more implementations.

DETAILED DESCRIPTION

FIG. 1 illustrates a method 100 for providing quantitative
evaluations of friction within a customer experience to
reduce abandonment and improve conversion of transac-
tions, in accordance with one or more implementations. The
steps of method 100 presented below are intended to be
illustrative. In some implementations, method 100 may be
accomplished with one or more additional steps not
described, and/or without one or more of the steps discussed,
which is not to suggest that other descriptions are limiting.
Additionally, the order in which the steps of method 100 are
illustrated in FIG. 1 and described below is not intended to
be limiting.

In some implementations, business owners may be pro-
vided with analysis of one or more real-world aspects of
their business. In some implementations, a first aspect of a
business may be related factors affecting customers and/or
companies’ decision to buy goods, services, and/or other
offerings. In some implementations, customers and/or com-
panies’ decision to buy goods, services, and/or other offer-
ings for a first time may be based on brand perception. In
some implementations, customers and/or companies’ deci-
sion to buy goods, services, and/or other offerings for a
second time may be based on brand experience. In some
implementations, a second aspect of a business may be
related to codified business processes and transactions. In
some implementations, codified business processes and
transactions may be directly impacting business owners’
sales numbers, brand image, profitability and growth. In
some implementations, a third aspect of a business may
relate to improving how customers’ may feel about business
processes and transactions.

The process 100 may be executed by a computer system,
such as a CRM system, thought embodiments are not limited
to computer-implemented techniques, which is not to sug-
gest that any other aspect is limiting. That said, in some
computer-implemented embodiments, certain advantages
are expected to be afforded by computer-implemented
approaches over traditional computerized CRM systems as
described below.

At a step 102, one or more industries relevant to the
customer experience associated with one or more transac-
tions may be identified. Examples of industries may include
one or more of retail, manufacturing, insurance, banking,
health care and life sciences (HCLS), public sector, and/or
other industries.

At a step 104, one or more transactions may be identified.
A given transaction may occur in person, over the phone,
entirely online, or it may include an online component and
a real-world (offline) component. For example, viewed
holistically, a transaction involving a purchase of an item via
a website includes an online component in addition to a
real-world component (e.g., shipping and receiving the
purchased item, interactions with a customer service opera-
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tor, etc.). Generally speaking, a transaction may include any
exchange or interaction between customers and a business
entity. Depending on the implementation, the term “cus-
tomer” may include one or more of customers in the
traditional sense (i.e., business-to-customer, B2C), employ-
ees (i.e., business-to-employee), or business partners (i.e.,
business-to-business, B2B). A given transaction may be
unique to a specific industry or it may be relevant to different
industries.

At a step 106, one or more transaction types correspond-
ing to the one or more transactions may be identified (e.g.,
determined to apply). For example, when retail is an indus-
try associated with a given transaction, the transaction type
may include one or more of layaway, purchase, return,
review, credit application, merchandise pickup, clientelling,
delivery, credit payment, gift registry, loyalty program,
promotions, coupon matching, personal shopper, and/or
other transaction types. When manufacturing is an industry
associated with a given transaction, the transaction type may
include one or more of ordering, billing, accounts payable,
accounts receivable, shipping, tracking, campaign manage-
ment, product feedback, reliability, returns, customer ser-
vice, engineering support, and/or other transaction types.
When insurance is an industry associated with a given
transaction, the transaction type may include one or more of
quotes, document distribution and binding, claims process-
ing, payment processing, renewals, marketing, competitive
quotes, claims payment, adjustment, and/or other transaction
types. When banking is an industry associated with a given
transaction, the transaction type may include one or more of
view transaction history, open account, add account type,
bill pay, transfers, money order, order checks, direct deposit,
cash withdrawal, stop payment, extract transactions for
spending analysis, loan application, and/or other transaction
types. When health care and life sciences (HCLS) is an
industry associated with a given transaction, the transaction
type may include one or more of enrollment, claims pro-
cessing, claims payment, premium bills, claims and capita-
tion payments, provider network contract negotiation, con-
stituent service, correspondence (e.g., ID cards, letters,
requests for information, benefits, explanations, etc.), and/or
other transaction types. When public sector is an industry
associated with a given transaction, the transaction type may
include one or more of permitting, enforcement, fines, traffic
court, civil court, utility connection, utility billing, driver’s
license, license plate, inspections, property tax, alarm reg-
istration, alarm permitting, communications, media, and/or
other transaction types.

At a step 108, one or more proximities (e.g., channels of
interaction between a consumer and a business entity)
corresponding to the one or more transactions may be
determined. For example, a given proximity may correspond
to a given transaction. In some implementations, two or
more proximities may be associated with a given transac-
tion. Examples of proximities may include one or more of
online, in person, on phone, and/or other proximities. As
discussed further herein, customer friction can be assessed
across any proximity combination of real-world transactions
or transaction components (e.g., in person, on the phone)
and, with appropriate technical solutions, online transactions
or transaction components.

At a step 110, one or more personas corresponding to the
one or more transactions may be identified. For example, a
given persona may correspond to a given transaction. In
some implementations, two or more personas may be asso-
ciated with a given transaction. Identifying the one or more
personas may include determining whether a given transac-
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tion is business-to-customer (B2C), business-to-employee
(i.e., employee in role of customer, B2E), or business-to-
business (i.e., business partner in role of customer, B2B).
Some embodiments classify a transaction by assigning the
transaction to one or more of a plurality of groups having
shared attributes (e.g., a set of a plurality of attributes having
values within respective ranges).

In some implementations, identifying the one or more
personas may include determining a generation of a cus-
tomer. Examples of a generation of a customer may include
the greatest generation (b. 1901 to 1926), the silent genera-
tion (b. 1927 to 1945), the baby boomer generation (b. 1946
to 1964), Gen X (b. 1965 to 1980), Millennial (Gen Y, b.
1981 to 2000), Boomlets (Gen Z, b. 2001 to present), and/or
other descriptions of generations. The customer generation
may be relevant due to distinct preferences associated with
different generations. FIG. 2 illustrates exemplary genera-
tional characteristics or preferences. Some embodiments
may cluster groups of transactions or clusters according to a
plurality of dimensions, e.g., with a density-based clustering
algorithm, like DB-SCAN.

In some implementations, companies, businesses, and/or
practices may seek to adapt their business practices with
respect to generational scoring and other types of personas.
For example, a retailer selling jewelry to early teenagers in
malls may identify their customers as pre-teen girls, early
teen girls, and grandmothers. As such the customers’ per-
sona may be defined as a boomlet and a baby boomer. Based
on the determined personas, the retailer may seck to provide
a better flow from where a customer finds a product to
actually checking out (e.g., buying the product).

In some implementations, customers may relate to ratings
and rankings of a company, business, and/or practice due to
some emotional attachment with the company, business,
and/or practice. For example, the customer may have had an
excellent experience with the company, business, and/or
practice. In some implementations, companies, businesses,
and/or practices may benefit from viewing their companies,
businesses, and/or practices from customers’ points of view
and based on the customers’ experiences. In some imple-
mentations, customers’ interactions may be quantified, e.g.,
to ensure (or otherwise increase the likelihood that) com-
panies, businesses, and/or practices understand their cus-
tomers.

In some implementations, one or more objective mea-
surements may be obtained regarding customers’ interac-
tions with a company and/or business. The obtained objec-
tive measurements may be recorded as CFF scores. In some
implementations, responsive to the obtained objective mea-
surements, one or more improvements may be implemented
in the company and/or business practices. The one or more
improvements may include changing applications, integrat-
ing one or more business practices, using good business
intelligence, reusing customers’ information, dealing with
people from a customer service standpoint, and/or other
improvements.

Referring again to FIG. 1, at a step 112, one or more CFF
scores corresponding to the one or more transactions may be
determined. For example, in some implementations, a given
CFF score may correspond to a given transaction, a specific
component of a given transaction, multiple transactions, or
a specific component of multiple transactions. Generally
speaking, a CFF score may be a quantification of an aspect
of a given transaction that has a negative impact on a
customer experience associated with the give transaction.
According to some implementation, a lower CFF score may
correspond to a higher likelihood of customer satisfaction,
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reduced abandonment, and improved conversion, whereas a
higher CFF score may correspond to a lower likelihood of
customer satisfaction, increased abandonment, and reduced
conversion. (Or embodiments may invert the score or mul-
tiply the score by negative one consistent with the present
techniques, reversing these relationships.)

A given CFF score may be determined based on one or
more of an industry of the given transaction, a transaction
type of the given transaction, a proximity associated with the
given transaction, a persona associated with the given trans-
action, and/or other information or criteria. For example,
when CFF scoring is determined based on generation, it may
become apparent that channels need to vary based on
generation. FIG. 3 illustrates generational scoring, in accor-
dance with one or more implementations. More specifically,
FIG. 3 illustrates how mismatched personas and aspects of
the customer experience can have negative effects on the
overall experience.

In some implementations, a given CFF score may be
associated with an individual entity involved a correspond-
ing transaction. This may provide critical insights for that
individual entity. In some implementations, a given CFF
score may be an aggregate score associated multiple entities.
Such an aggregate score may provide an industry- or sector-
wide perspective, which may be relevant to future custom-
ers.

According to some implementations, a given CFF score
may be associated with a corresponding transaction in its
entirety. In some implementations, a given CFF score may
be associated with one or more aspects of a corresponding
transaction. Examples of aspects of a transaction may
include one or more of engagement, process, technology,
ecosystem, knowledge, and/or other aspects of transactions
in which customer friction can occur.

FIG. 4 illustrates various exemplary customer friction
factor scoring metrics, in accordance with one or more
implementations. In FIG. 4, CFF is evaluated based on
transaction aspect as a function of proximity with lowest
score being the goal, according to one or more implemen-
tations.

In some embodiments, scoring criteria may be arranged in
a matrix having columns corresponding to each of a plurality
of dimensions (like those illustrated ranging from engage-
ment to knowledge) and rows corresponding to different
channels of interaction (e.g., in-person, on-the-phone, or
online). Each value of the matrix may include a list of
scoring criteria, for instance with each including a scoring
rule with, for example, a multiplier and metric, like a
multiplier of 50 and a metric of “missed commitments.”

Some embodiments may obtain a log of a transactions
(e.g., with a sequence of interactions having various ones of
the illustrated metrics and their respective values for the
transaction, for instance with timestamps and a unique
transaction identifier), for instance by interrogating an API
of'a CRM system, querying a CRM database, or by manual
entry. Interactions in a transaction record may be labeled
with values indicative of the dimension and channel. Some
embodiments may determine CFF scores by, for each trans-
action, for each interaction, accessing a corresponding value
of the given matrix, and selecting one or more rules corre-
sponding to metrics in the interaction. Some embodiments
may multiply values of the metrics in the accessed rules by
corresponding multipliers in the rules to produce a set of
products of the multiplication operations.

In some cases, CFF relationships may be non-linear and
higher-order (or other non-linear) terms may be present, e.g.,
CFF scores may vary with the square of missed commit-
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ments, or the log of changes in business policies. These
non-linear relationships may similarly be expressed in the
rules and applied with similar techniques. In some cases,
interactions between the illustrated rules may be expressed
in the matrix, e.g., forms of friction may combine synergis-
tically to produce an effect greater than their constituent
parts. For instance, the product of the number of missed
commitments and business process changes may have an
interaction multiplier that independently accounts for this
interaction effect in addition to multipliers for the respective
metrics in isolation. Some embodiments may account for
three-way, four-way, or higher interactions. In some embodi-
ments, interactions may be selected based on a principle
component analysis in which interactions are ranked accord-
ing to their ability to explain failed transactions, and those
interactions higher than a threshold rank may be subject to
interaction scoring.

Some embodiments may combine the products for a given
interaction to produce an interaction CFF score, and some
embodiments may combine the interaction CFF scores in a
transaction to produce a transaction CFF score. In some
embodiments, values are combined by summing the values.
In some embodiments, values may be combined with other
techniques, e.g., by determining a log-value, or by deter-
mining a measure of central tendency, like mean, mode, or
median.

Multipliers may be determined with a variety of tech-
niques. In some embodiments, multipliers may be hand-
coded based on expert guidance. In some embodiments,
multipliers may be determined with statistical techniques,
like analysis of variance, where multipliers correspond to an
explanatory power of the respect metric in transaction
outcomes (like terminated transactions). In some embodi-
ments, multipliers may be determined with machine learning
techniques. For instance, some embodiments may obtain a
training set of logged transactions with outcomes of the
transactions (which include failed transactions). Some
embodiments may randomly (e.g., pseudo-randomly)
choose initial multipliers for the various rules and then
iteratively: 1) determine an aggregate amount of error of
predictions of the CFF scores produced by the current
multipliers relative to outcomes in the training set (e.g., a
root mean square error of instances where the CFF score is
below a threshold but a transaction failed); 2) determine
partial derivatives of the respective multipliers with respect
to the aggregate measure of error (or a measure of fitness);
and 3) adjust the multipliers based on directions that the
partial derivatives indicate will tend to decrease the aggre-
gate measure of error (or increase fitness). This process may
be repeated until a termination condition is detected, e.g.,
less than a threshold amount of change in the aggregate
measure of error or fitness between iterations, or more than
a threshold of iterations occur. Some embodiments may
repeat this process with different initial multiplier values and
choose values that produce a lowest aggregate measure of
error (or highest aggregate measure of fitness) among the
repetitions to reduce the likelihood of choosing multiplier
values associated with a local minimum. Some embodi-
ments may withhold part of the transactions during training
and cross validate the model after training to determine
whether the aggregate measure of error is less than a
threshold when tested against the withheld data.

For instance, as depicted in FIG. 4, for engagements with
customers over the phone, a CFF score may increase (1) by
one hundred per helping an employee to fill out a form while
on the phone, (2) by one per minute while on hold waiting
for call to be picked up, (3) by twenty five per being on hold
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while an employee searches for information, and/or other
amount changes for the same or other reasons. A CFF score
related to the process aspect of over the phone engagements
may increase by ten per incidence of having to leave a
message or a voicemail, and/or other amount changes for the
same or other reasons. A CFF score related to the technology
aspect of over the phone engagements may increase by (1)
thirty per incidence of disconnected call while on hold
and/or while being transferred, (2) by twenty five for re-
entering information within an automated system, and/or
other amount changes for the same or other reasons. A CFF
score related to the ecosystem aspect of over the phone
engagements may increase by (1) ten per each incidence of
customer-initiated call, (2) by five per each incidence of
business-initiated call, it may decrease by five per friendli-
ness and courtesy shown by employee, and/or it may change
by other amounts for other reasons. In some implementa-
tions, the CFF score related to the knowledge aspect of over
the phone engagements may increase per instance of repeat-
ing information that another employee at the business had
received before, and/or other amount changes for the same
or other reasons.

In some implementations, the CFF score related to in
person engagements may be increased (1) by twenty per
instance of taking a number, (2) by one per minute wait time
before appointment, (3) by ten per minute wait time after
appointment time, and/or other amount changes for the same
or other reasons. In some implementations, the CFF score
related to the process aspect of in person engagements may
increase (1) by five per field repeated information on form
that business has received before, (2) by fifty for having to
return at another time, and/or other amount changes for the
same or other reasons. In some implementations, the CFF
score related to the technology aspect of in person engage-
ments may increase (1) by twenty five per instance of a
printout given to customer, (2) by thirty five for wait time
information not displayed or unclear, and/or other amount
changes for the same or other reasons. In some implemen-
tations, the CFF score related to the ecosystem aspect of in
person engagements may decrease by five per visit for being
greeted by name, and/or other amount changes for the same
or other reasons. In some implementations, the CFF score
related to the knowledge aspect of in person engagements
may increase (1) by twenty five per page for filling out a
paper form, (2) by five per page for filling out an electronic
form (e.g., e-form), and/or other amount changes for the
same or other reasons. For example, regarding the knowl-
edge aspect of an in person interaction, a patient visiting a
dentist every six months may be asked to fill out three or four
pages of a paper form including name, address, and previ-
ously provided information. In this example, the practice
may utilize previously provided information and ask the
patient to note changes to the information rather than filling
out the form.

In some implementations, a CFF score related to online
engagement may increase (1) by one per typed key, (2) by
fifty per incorrect product or service received, (3) twenty
five per missed commitment (e.g., time, date), and/or other
amount changes for the same or other reasons. For online
process, a CFF score may decrease by fifty per business
changed policy to perform requested service and/or other
amount changes for the same or other reasons. For online
technology, a CFF score may increase (1) by twenty five per
dropped connection or transaction, (2) by five per window
refresh or change, (3) by five user interface change in style,
(4) by five per window non-intuitive interface, (5) by ten per
system with more than one application needed, and/or other
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amount changes for the same or other reasons. For online
ecosystem, a CFF score may increase by two per multiple
channel options (e.g., PC, smart phone, human-answered
phone number), it may decrease by five for non-applicable
live help available on request, and/or it may change by other
amounts for other reasons. For online knowledge, a CFF
score may increase (1) by twenty five per unclear availabil-
ity of product or service, (2) by ten for having to retype field
information that is erased by routine errors, (3) by five for
a field acronym not being explained by mouseover, and/or
other amount changes for the same or other reasons.

Returning to FIG. 1, at a step 114, one or more valid
comparisons may be determined. A valid comparison of a
given FCC score or a given transaction may be one relating
to the same industry and the same transaction type. Other
considerations described herein may be factors in determin-
ing valid comparisons.

At a step 116, the one or more CFF scores may be
compared with one or more valid comparisons. FIG. §
illustrates a comparison between exemplary customer fric-
tion factor scores associated with the experience of purchas-
ing eyeglasses, in accordance with one or more implemen-
tations. Select factors for determining CFF scores are
provided in the respective columns with information from
several proximities (i.e., online, in person, and on phone)
being organized based on aspect of the transaction.

As shown in FIG. 1, at a step 118, one or more friction
points may be identified based on the comparison of the one
or more CFF scores. Some embodiments may identify as a
friction point an interaction in a transaction that has greater
than a threshold interaction CFF score. Some embodiments
may detect problematic interaction by aggregating interac-
tion CFF scores across multiple transactions. For instance,
some embodiments may determine a measure of central
tendency or percentage exceeding a threshold of interaction
CFF scores across a population of transactions, and those
having a highest measure of central tendency or highest
percentage above the threshold may be designated as friction
points.

Some embodiments may account for sequential represen-
tations in the logged transactions. For instance, some
embodiments may form a hidden Markov model from the
interactions, where user intent to purchase represents hidden
state and the interactions and CFF scores correspond to
observed values. Some embodiments may train the hidden
Markov model with the Baum-Welch algorithm. In some
embodiments, a transition matrix (where values correspond
to the probability of transitioning between states based on a
sequence of one, two, three, four, or more previous states)
between interactions having CFF scores within bins may be
determined. Embodiments may prune the matrix to identify
those sequences having greater than a threshold probability
of transitioning to a terminated transaction as friction points.
In other embodiments, other sequential models may be used
to similar effect, e.g., a recurrent neural network may be
trained to predict the likelihood of subsequent consumer
behavior, and those sequences having greater than a thresh-
old probability of producing undesirable consumer behavior
may be classified as friction points.

For example, in the comparison of FIG. 5, there appears
to be a friction point in one or more aspects for the entity in
the right column. For example, company B’s engagement
with the customers may be negatively affected due to a lack
of consistency in experience in various locations. In this
example, some products may only be available in some
stores and all engagement may be driven by the customer.
Company B’s process aspect of transactions may be nega-
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tively affecting customers” experience by limiting purchases
to in stores and having a limited availability of stock in store.
A granular analysis of the CFF score may yield the specific
friction point(s). Addressing the friction points may reduce
abandonment and/or improve conversion. Generally speak-
ing, addressing a given friction point may include an action
or change that reduces customer friction associated with that
friction point. This quantitatively evaluation of CFF may be
performed to (1) understand friction, customer goals, cause
of customer friction, and other information related to a
transaction; (2) gain insights on the entire customer journey,
improvement opportunities, benchmarking, and other infor-
mation related to a transaction; and/or (3) improve the
experience, surpass customer expectations, contain internal
costs, deliver pain-free service, and/or make other improve-
ments.

FIG. 6 illustrates an exemplary disengagement spectrum
conveying a correlation between customer friction factor
score and number of engaged customers, in accordance with
one or more implementations. The disengagement spectrum
shows an exemplary relationship between CFF score and
number of engaged customers. According to some imple-
mentations, a CFF score of 0-150 may be considered neutral
zone, a CFF score of 151-200 may indicate unimpressed
customers, a CFF score of 201-250 may indicate impatient
customers, a CFF score of 251-300 may indicate annoyed
customers, a CFF score of 301-350 may indicate frustrated
customers, a CFF score of 351-400 may indicate angry
customers, and a CFF score of 401 and higher may indicate
vengeful customers. Clearly, friction generally does not win
customers. Multiple neutral experiences may create loyalty,
repeat high friction experiences drives disengagement, loss
of transaction, and loss of customer.

In some implementations, the less friction the customers’
experiences, the more likely they may be to be satisfied with
the product or the service, and continue to do business with
the company, business, and/or practice. In some implemen-
tations, there may be no theoretical maximum for the CFF
number and the business, company, and/or practice may
seek to minimize the CFF score related to one or more
customer interactions.

For example, as illustrated in FIG. 6, a customer’s
repeated experience in the neutral zone may represent a
social media ally and the brand storyteller. However, the
customer being unimpressed with an interaction may denote
casual dissatisfaction. At this stage, the customer may be
looking for better interactions. In some implementations, the
customer’s interaction being marked as impatient may
increase price pressure. At this stage a customer may com-
pare goods and/or services provided at a competitor with the
provided price point. In some implementations, responsive
to the customer being short with the business, and/or com-
pany service staff, the customer may seck alternatives and
may complain to any brand channel. In some implementa-
tions, responsive to a customer’s experience being denoted
as angry, the customer may start to communicate only to the
top of the brand (e.g. communicating with the CEO, vice
president, and/or other ranking officers). In some implemen-
tations, a customer’s experience being denoted as vengeful
may serve a cheerleader for competitors and may negatively
influence revenue.

FIG. 7 illustrates an exemplary online purchase process
700, in accordance with one or more implementations. The
steps of process 700 presented below are intended to be
illustrative. In some implementations, process 700 may be
accomplished with one or more additional steps not
described, and/or without one or more of the steps discussed.
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Additionally, the order in which the steps of process 700 are
illustrated in FIG. 7 and described below is not intended to
be limiting.

At a step 702, a customer may enter a website. At a step
704, the customer may search for a product. At a step 706,
the customer may select the product. At a step 708, the
customer may add the product to the websites shopping cart.
At a step 710, the customer may or may not check out. If not,
then the process 700 proceeds back to step 704. If the
customer does decide to check out, then the process 700
proceeds to a step 712, at which the customer may sign in
or not. If not, the process 700 proceeds to a step 714 where
the customer creates a new account. Creating a new account
may include entering information shown in box 714aq. If the
customer does sign in at step 712, the process 700 proceeds
to a step 716 where the customer selects the shipping option.
At a step 718, the customer enters shipping information. The
shipping information may include the information shown in
box 718a. At a step 720, the customer may exit the website.

FIG. 8 illustrates exemplary customer friction factor
scores across the top twenty five online retailers for trans-
actions involving a new Millennial customer making an
online purchase, in accordance with one or more implemen-
tations.

Exemplary implementations may facilitate a path to cus-
tomer centric digital transformation by understanding and
quantifying customer friction and establishing focused
requirements. Some implementations may begin with an
exploratory stage: defining personas, establishing goals, and
identifying transactions and processes. Another stage may
focus on experience: accomplishing goals, determining CFF
scores for transactions, and identifying friction points. An
identify stage may facilitate understanding root causes,
defining recommendations, and establishing a roadmap. In a
transform stage, an entity may implement solutions, evaluate
customer friction, and repeat one or more stages.

In some implementations, the business and/or company
owner, stakeholder, and/or other representatives may par-
ticipate in a consulting engagement. The consulting engage-
ment may have a duration of approximately three to six
weeks, and/or other durations. In some implementations, the
business and/or company owner, stakeholder, and/or other
representatives may identify one or more transactions, per-
sonas, aspects to be scored, and/or other information. In
some implementations, responsive to the identification of
one or more transactions, personas, aspects to be scored,
and/or other information, one or more of a blind friction
assessment, a credentialed study, and/or other assessments
may be effectuated.

In some implementations, the blind friction assessment
may include interacting with one or more business and/or
company transactions and/or processes to determine one or
more customer friction factors without being a customer
and/or a paying customer. For example, a user may register
on an online shopping website and obtain information
regarding transactions and aspects to be scored inexpen-
sively.

In some implementations, a credentialed study may
include working in a test environment such that production
processes are minimally impacted. For example, a study for
a property and casualty insurance claim may be performed
in a test environment to prevent an occurrence of fraud,
minimize an impact on the service process, and avoid
wasting man-hours. In some implementations, blind friction
assessment may be utilized to benchmark a business, prac-
tice, and/or company against the rest of the industry. In some
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implementations, credentialed study may be utilized to score
and/or benchmark a business, practice, and/or company
against its own practices.

FIG. 9 illustrates a system 900 configured for providing
quantitative evaluations of friction within a customer expe-
rience to reduce abandonment and improve conversion of
transactions, in accordance with one or more implementa-
tions. In some implementations, system 900 may include
one or more servers 902. The server(s) 902 may be config-
ured to communicate with one or more computing platforms
904 according to a client/server architecture, a peer-to-peer
architecture, and/or other architectures. The users may
access system 900 via computing platform(s) 904.

The server(s) 902 may be configured to execute machine-
readable instructions 906. The machine-readable instruc-
tions 906 may include one or more of an industry identifi-
cation component 908, a transaction identification
component 910, a transaction type determination component
912, a proximity determination component 914, a personas
identification component 916, a customer friction factor
(CFF) score determination component 918, a valid compari-
sons determination component 920, a CFF comparison
component 922, a friction point identification component
924, and/or other machine-readable instruction components.

In some implementations, server(s) 902, computing plat-
form(s) 904, and/or external resources 926 may be opera-
tively linked via one or more electronic communication
links. For example, such electronic communication links
may be established, at least in part, via a network such as the
Internet and/or other networks. It will be appreciated that
this is not intended to be limiting, and that the scope of this
disclosure includes implementations in which server(s) 902,
computing platform(s) 904, and/or external resources 926
may be operatively linked via some other communication
media.

A given computing platform 904 may include one or more
processors configured to execute machine-readable instruc-
tions. The machine-readable instructions may be configured
to enable an expert or user associated with the given
computing platform 904 to interface with system 900 and/or
external resources 926, and/or provide other functionality
attributed herein to computing platform(s) 904. By way of
non-limiting example, the given computing platform 904
may include one or more of a desktop computer, a laptop
computer, a handheld computer, a tablet computing plat-
form, a NetBook, a Smartphone, a gaming console, and/or
other computing platforms.

External resources 926 may include sources of informa-
tion, hosts and/or providers of customer relationship man-
agement systems outside of system 900, external entities
participating with system 900, and/or other resources. In
some implementations, some or all of the functionality
attributed herein to external resources 926 may be provided
by resources included in system 900.

Server(s) 902 may include electronic storage 928, one or
more processors 930, and/or other components. Server(s)
902 may include communication lines, or ports to enable the
exchange of information with a network and/or other com-
puting platforms. [llustration of server(s) 902 in FIG. 9 is not
intended to be limiting. Server(s) 902 may include a plural-
ity of hardware, software, and/or firmware components
operating together to provide the functionality attributed
herein to server(s) 902. For example, server(s) 902 may be
implemented by a cloud of computing platforms operating
together as server(s) 902.

Electronic storage 928 may comprise non-transitory stor-
age media that electronically stores information. The elec-
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tronic storage media of electronic storage 928 may include
one or both of system storage that is provided integrally (i.e.,
substantially non-removable) with server(s) 902 and/or
removable storage that is removably connectable to server(s)
902 via, for example, a port (e.g., a USB port, a firewire port,
etc.) or a drive (e.g., a disk drive, etc.). Electronic storage
928 may include one or more of optically readable storage
media (e.g., optical disks, etc.), magnetically readable stor-
age media (e.g., magnetic tape, magnetic hard drive, floppy
drive, etc.), electrical charge-based storage media (e.g.,
EEPROM, RAM, etc.), solid-state storage media (e.g., flash
drive, etc.), and/or other electronically readable storage
media. Electronic storage 928 may include one or more
virtual storage resources (e.g., cloud storage, a virtual pri-
vate network, and/or other virtual storage resources). Elec-
tronic storage 928 may store software algorithms, informa-
tion determined by processor(s) 930, information received
from server(s) 902, information received from computing
platform(s) 904, and/or other information that enables
server(s) 902 to function as described herein.

Processor(s) 930 may be configured to provide informa-
tion processing capabilities in server(s) 902. As such, pro-
cessor(s) 930 may include one or more of a digital processor,
an analog processor, a digital circuit designed to process
information, an analog circuit designed to process informa-
tion, a state machine, and/or other mechanisms for electroni-
cally processing information. Although processor(s) 930 is
shown in FIG. 9 as a single entity, this is for illustrative
purposes only. In some implementations, processor(s) 930
may include a plurality of processing units. These process-
ing units may be physically located within the same device,
or processor(s) 930 may represent processing functionality
of a plurality of devices operating in coordination. The
processor(s) 930 may be configured to execute machine-
readable instruction components 908, 910, 912, 914, 916,
918, 920, 922, 924, and/or other machine-readable instruc-
tion components. Processor(s) 930 may be configured to
execute machine-readable instruction components 908, 910,
912, 914, 916, 918, 920, 922, 924, and/or other machine-
readable instruction components by software; hardware;
firmware; some combination of software, hardware, and/or
firmware; and/or other mechanisms for configuring process-
ing capabilities on processor(s) 930. As used herein, the term
“machine-readable instruction component” may refer to any
component or set of components that perform the function-
ality attributed to the machine-readable instruction compo-
nent. This may include one or more physical processors
during execution of processor readable instructions, the
processor readable instructions, circuitry, hardware, storage
media, or any other components.

It should be appreciated that although machine-readable
instruction components 908, 910, 912, 914, 916, 918, 920,
922, and 924 are illustrated in FIG. 9 as being implemented
within a single processing unit, in implementations in which
processor(s) 930 includes multiple processing units, one or
more of machine-readable instruction components 908, 910,
912, 914, 916, 918, 920, 922, and/or 924 may be imple-
mented remotely from the other machine-readable instruc-
tion components. The description of the functionality pro-
vided by the different machine-readable instruction
components 908, 910, 912, 914, 916, 918, 920, 922, and/or
924 described below is for illustrative purposes, and is not
intended to be limiting, as any of machine-readable instruc-
tion components 908, 910, 912, 914, 916, 918, 920, 922,
and/or 924 may provide more or less functionality than is
described. For example, one or more of machine-readable
instruction components 908, 910, 912, 914, 916, 918, 920,
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922, and/or 924 may be eliminated, and some or all of its
functionality may be provided by other ones of machine-
readable instruction components 908, 910, 912, 914, 916,
918, 920, 922, and/or 924. As another example, processor(s)
930 may be configured to execute one or more additional
machine-readable instruction components that may perform
some or all of the functionality attributed below to one of
machine-readable instruction components 908, 910, 912,
914, 916, 918, 920, 922, and/or 924.

The industry identification component 908 may be con-
figured to identify one or more industries relevant to the
customer experience associated with one or more transac-
tions. The one or more industries may include a first
industry.

The transaction identification component 910 may be
configured to identify one or more transactions. The one or
more transactions may include a first transaction.

The transaction type determination component 912 may
be configured to identify one or more transaction types
corresponding to the one or more transactions. A first
transaction type may correspond to the first transaction.

The proximity determination component 914 may be
configured to determine one or more proximities corre-
sponding to the one or more transactions. The one or more
proximities may include a first proximity corresponding to
the first transaction.

The personas identification component 916 may be con-
figured to identify one or more personas corresponding to
the one or more transactions. The one or more personas may
include a first persona corresponding to the first transaction.

The CFF score determination component 918 may be
configured to determine one or more CFF scores corre-
sponding to the one or more transactions. The one or more
CFF scores may include a first CFF score corresponding to
the first transaction. The first CFF score may be a quantifi-
cation of an aspect of the first transaction that has a negative
impact on a customer experience associated with the first
transaction.

The valid comparisons determination component 920
may be configured to determine one or more valid compari-
sons. The one or more valid comparisons may include a first
comparison.

The CFF comparison component 922 may be configured
to compare the one or more CFF scores with one or more
valid comparisons. The first CFF score may be compared to
the first comparison.

Friction point identification component 924 may be con-
figured to identify one or more friction points based on the
comparison of the one or more CFF scores. The one or more
friction points may include a first friction point. The first
friction point may be associated with the first transaction.
Addressing the first friction point may reduce abandonment
and may improve conversion associated with transactions.

Although the present technology has been described in
detail for the purpose of illustration based on what is
currently considered to be the most practical and preferred
implementations, it is to be understood that such detail is
solely for that purpose and that the technology is not limited
to the disclosed implementations, but, on the contrary, is
intended to cover modifications and equivalent arrange-
ments that are within the spirit and scope of the appended
claims. For example, it is to be understood that the present
technology contemplates that, to the extent possible, one or
more features of any implementation can be combined with
one or more features of any other implementation.
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What is claimed is:

1. A method for providing quantitative evaluations of
friction within a customer experience to reduce abandon-
ment and improve conversion of transactions, the method
comprising:

identifying, with a computer system, one or more trans-

actions, the one or more transactions including a first
transaction;

determining, with the computer system and based on

information of the one or more transactions, one or
more CFF scores corresponding to the one or more
transactions, the one or more CFF scores including a
first CFF score corresponding to the first transaction,
the first CFF score being a quantification of an aspect
of the first transaction that has a negative impact on a
customer experience associated with the first transac-
tion; and

identifying, with the computer system, one or more fric-

tion points based on a comparison of the one or more
CFF scores, the one or more friction points including a
first friction point, the first friction point being associ-
ated with the first transaction, wherein addressing the
first friction point reduces abandonment and improves
conversion associated with transactions.

2. The method of claim 1, further comprising identifying
one or more personas corresponding to the one or more
transactions, the one or more personas including a first
persona corresponding to the first transaction, wherein the
determining the one or more CFF scores is based on the one
or more personas corresponding to the one or more trans-
actions.

3. The method of claim 2, wherein identifying the one or
more personas includes determining a generation of a cus-
tomer, wherein the generation of the customer is selected
from the group consisting of greatest generation, silent
generation, baby boomer, Gen X, Millennial, or Boomlets.

4. The method of claim 1, further comprising identifying
one or more industries relevant to the customer experience,
the one or more industries including a first industry corre-
sponding to the first transaction, wherein the determining the
one or more CFF scores is based on the one or more
industries corresponding to the one or more transactions.

5. The method of claim 1, further comprising identifying
one or more transaction types corresponding to the one or
more transactions, the one or more transaction types includ-
ing a first transaction type corresponding to the first trans-
action, wherein the determining the one or more CFF scores
is based on the one or more transaction types corresponding
to the one or more transactions.

6. The method of claim 5, wherein retail is an industry
associated with the first transaction and wherein the first
transaction type relates to one or more of layaway, purchase,
return, review, credit application, merchandise pickup, cli-
entelling, delivery, credit payment, gift registry, loyalty
program, promotions, coupon matching, or personal shop-
per.

7. The method of claim 5, wherein manufacturing is an
industry associated with the first transaction and wherein the
first transaction type relates to one or more of ordering,
billing, accounts payable, accounts receivable, shipping,
tracking, campaign management, product feedback, reliabil-
ity, returns, customer service, or engineering support.

8. The method of claim 5, wherein banking is an industry
associated with the first transaction and wherein the first
transaction type relates to one or more of view transaction
history, open account, add account type, bill pay, transfers,
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money order, order checks, direct deposit, cash withdrawal,
stop payment, extract transactions for spending analysis, or
loan application.

9. The method of claim 5, wherein public sector is an
industry associated with the first transaction and wherein the
first transaction type relates to one or more of permitting,
enforcement, fines, traffic court, civil court, utility connec-
tion, utility billing, driver’s license, license plate, inspec-
tions, property tax, alarm registration, alarm permitting,
communications, or media.

10. The method of claim 1, further comprising determin-
ing one or more proximities corresponding to the one or
more transactions, the one or more proximities including a
first proximity corresponding to the first transaction,
wherein the determining the one or more CFF scores is
based on the one or more proximities corresponding to the
one or more transactions.

11. The method of claim 10, wherein the first proximity
includes one or more of online, in person, or on phone
transactions.

12. The method of claim 1, wherein a lower CFF score
corresponds to a higher likelihood of customer satisfaction,
reduced abandonment, and improved conversion of trans-
actions.

13. The method of claim 1, wherein a higher CFF score
corresponds to a lower likelihood of customer satisfaction,
increased abandonment, and reduced conversion of transac-
tions.

14. The method of claim 1, wherein determining the first
CFF score is based on at least one of an industry of the first
transaction, a transaction type of the first transaction, a
proximity associated with the first transaction, or a persona
associated with the first transaction.

15. The method of claim 1, wherein the first CFF score is
associated with the first transaction in its entirety.

16. The method of claim 1, wherein the first CFF score is
associated with one or more aspects of the first transaction
including a first aspect, wherein the first aspect is catego-
rized as at least one of engagement, process, technology,
ecosystem, or knowledge.

17. The method of claim 1, wherein the first CFF score is
associated with an individual entity involved in the first
transaction.

18. The method of claim 1, wherein the first CFF score is
an aggregate score associated with multiple entities.

19. The method of claim 1, further comprising determin-
ing one or more valid comparisons including a first com-
parison, the first comparison being a CFF score other than
the first CFF score, the first comparison relating to the same
industry as the first transaction and the same transaction type
of the first transaction.

20. A tangible, non-transitory, computer-readable medium
storing instructions that, when executed, effectuate opera-
tions comprising:

identifying, with a computer system, one or more trans-

actions, the one or more transactions including a first
transaction;

determining, with the computer system and based on

information of the one or more transactions, one or
more CFF scores corresponding to the one or more
transactions, the one or more CFF scores including a
first CFF score corresponding to the first transaction,
the first CFF score being a quantification of an aspect
of the first transaction that has a negative impact on a
customer experience associated with the first transac-
tion; and
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identifying, with the computer system, one or more fric-
tion points based on a comparison of the one or more
CFF scores, the one or more friction points including a
first friction point, the first friction point being associ-
ated with the first transaction, wherein addressing the
first friction point reduces abandonment and improves
conversion associated with transactions.

21. The medium of claim 20, wherein the operations
further comprise:

identifying one or more personas corresponding to the one

or more transactions, the one or more personas includ-
ing a first persona corresponding to the first transaction,
wherein the determining the one or more CFF scores is
based on the one or more personas corresponding to the
one or more transactions.

22. The medium of claim 21, wherein identifying the one
or more personas includes determining a generation of a
customer, wherein the generation of the customer is selected
from the group consisting of greatest generation, silent
generation, baby boomer, Gen X, Millennial, or Boomlets.

23. The medium of claim 20, wherein the operations
further comprise:

identifying one or more industries relevant to the cus-

tomer experience, the one or more industries including
a first industry corresponding to the first transaction,
wherein the determining the one or more CFF scores is
based on the one or more industries corresponding to
the one or more transactions.

24. The medium of claim 20, wherein the operations
further comprise:

identifying one or more transaction types corresponding

to the one or more transactions, the one or more
transaction types including a first transaction type cor-
responding to the first transaction, wherein the deter-
mining the one or more CFF scores is based on the one
or more transaction types corresponding to the one or
more transactions.

25. The medium of claim 24, wherein retail is an industry
associated with the first transaction and wherein the first
transaction type relates to one or more of layaway, purchase,
return, review, credit application, merchandise pickup, cli-
entelling, delivery, credit payment, gift registry, loyalty
program, promotions, coupon matching, or personal shop-
per.

26. The medium of claim 24, wherein manufacturing is an
industry associated with the first transaction and wherein the
first transaction type relates to one or more of ordering,
billing, accounts payable, accounts receivable, shipping,
tracking, campaign management, product feedback, reliabil-
ity, returns, customer service, or engineering support.

27. The medium of claim 24, wherein banking is an
industry associated with the first transaction and wherein the
first transaction type relates to one or more of view trans-
action history, open account, add account type, bill pay,
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transfers, money order, order checks, direct deposit, cash
withdrawal, stop payment, extract transactions for spending
analysis, or loan application.

28. The medium of claim 24, wherein public sector is an
industry associated with the first transaction and wherein the
first transaction type relates to one or more of permitting,
enforcement, fines, traffic court, civil court, utility connec-
tion, utility billing, driver’s license, license plate, inspec-
tions, property tax, alarm registration, alarm permitting,
communications, or media.

29. The medium of claim 20, wherein the operations
further comprise:

determining one or more proximities corresponding to the

one or more transactions, the one or more proximities
including a first proximity corresponding to the first
transaction, wherein the determining the one or more
CFF scores is based on the one or more proximities
corresponding to the one or more transactions.

30. The medium of claim 29, wherein the first proximity
includes one or more of online, in person, or on phone
transactions.

31. The medium of claim 20, wherein a lower CFF score
corresponds to a higher likelihood of customer satisfaction,
reduced abandonment, and improved conversion of trans-
actions.

32. The medium of claim 20, wherein a higher CFF score
corresponds to a lower likelihood of customer satisfaction,
increased abandonment, and reduced conversion of transac-
tions.

33. The medium of claim 20, wherein determining the first
CFF score is based on at least one of an industry of the first
transaction, a transaction type of the first transaction, a
proximity associated with the first transaction, or a persona
associated with the first transaction.

34. The medium of claim 20, wherein the first CFF score
is associated with the first transaction in its entirety.

35. The medium of claim 20, wherein the first CFF score
is associated with one or more aspects of the first transaction
including a first aspect, wherein the first aspect is catego-
rized as at least one of engagement, process, technology,
ecosystem, or knowledge.

36. The medium of claim 20, wherein the first CFF score
is associated with an individual entity involved in the first
transaction.

37. The medium of claim 20, wherein the first CFF score
is an aggregate score associated with multiple entities.

38. The medium of claim 20, wherein the operations
further comprise:

determining one or more valid comparisons including a

first comparison, the first comparison being a CFF
score other than the first CFF score, the first compari-
son relating to the same industry as the first transaction
and the same transaction type of the first transaction.
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